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Abstract 
Sustainable tourism is a niche market that has been growing in recent years. At the 
same time, companies in the mass tourism market have increasingly marketed them-
selves with a “green” image, although this market is not sustainable. In order to suc-
cessfully market sustainability, targeted marketing tactics are needed. 
The aim of this research is to establish appropriate marketing tactics for sustainable 
tourism in the niche market and in the mass market. The purpose is to uncover cur-
rent marketing tactics for both the mass tourism market and the sustainable tourism 
niche market. It also intends to explore how consumers who are more interested in 
sustainability differ from consumers with less interest in sustainability in terms of their 
perception of sustainability in tourism. Furthermore, this research paper will assess 
the trustworthiness of sustainable travel offers and the trustworthiness of quality 
seals in sustainable tourism. For this purpose, an online survey was conducted, 
which was addressed at German-speaking consumers. The survey showed, that 
consumers with more general interest in sustainability also consider sustainability to 
be more relevant in tourism. Offers for sustainable travel and quality seals were per-
ceived as not very trustworthy. Moreover, no link could be found between the interest 
in sustainability and the perception of trustworthiness. 
On the basis of the above, it is advisable to directly advertise sustainability in the 
niche market and to mention sustainability in the mass market only as an accompa-
niment or not at all. Further research could be undertaken to identify which factors 





1.1 Elaboration of the Case and its Objectives 
The tourism industry pollutes the environment and affects the lives of people in 
tourist areas. To counter this, the German non governmental organization Fo-
rum on Environment and Development presented a definition of sustainable 
tourism at a UN conference in New York in 1999. This definition states, that 
sustainable tourism must be socially, environmentally and culturally compatible. 
In addition, it must be economically viable.1 
In recent years, the niche market for sustainable tourism has been growing.2 
Travel companies in the unsustainable mass market are also marketing them-
selves intensively with a green image. Sustainability is already being success-
fully used in the marketing of consumer products.3 There are also insights for 
sustainability as a success factor in tourism. In order to successfully market 
sustainability, marketing tactics have been developed for specifically that field.4  
Over the course of this research paper, target group-oriented marketing tactics 
in sustainable tourism are examined. This research paper will also analyze, with 
the help of a quantitative study, which sustainable tourism topics attract the in-
terests of the corresponding target groups. It will also explore whether there is a 
relationship between the interest in sustainability and the perception of the 
trustworthiness of sustainability in travel offers and quality seals for sustainable 
tourism. The quantitative analysis is chosen to obtain measurable values for 
relationships and differences. 
Accordingly, the following central research questions arise in the context of this 
research paper: 
I. What are the specific marketing tactics for sustainable offers of tour 
operators in the German mass market? 
II. What are the specific marketing tactics for sustainable offers of tour 
operators in the German niche market? 
III. What are the differences between consumers who are generally more 
interested in sustainability and those who are generally less interest-
ed in sustainability in terms of their perception of the relevance of 
sustainability in tourism? 
IV. Does the general interest in sustainability influence the perception of 
the trustworthiness of sustainable travel offers? 
V. Does the general interest in sustainability influence the perception of 
the trustworthiness of quality seals in sustainable tourism? 
                                            
1
 cf. Rein/Strasdas 2017, p. 24 
2
 cf. forum anders reisen 2017 
3
 cf. Stiftung Warentest 2016 
4
 cf. Meffert/Kirchgeorg 1998, p. 273 
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1.2 Structure of the Paper 
In the course of this research paper, sustainable tourism and sustainability mar-
keting will be presented and the different consumer groups will be explained. 
Based on best practice examples, tactics for sustainability marketing from the 
mass and niche market will be shown. 
In order to analyze the central issues of this paper, a quantitative research is 
carried out, which refers to German consumers and the German tourism mar-
ket. Subsequently, the results are evaluated and linked to the theory in order to 
be able to give specific recommendations for action. These recommendations 
show, which sustainable topics should be communicated and how. At the end, a 
conclusion is drawn from the relevant results. 
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2 Basics of Green Tourism 
For the comprehension of the concept of sustainable tourism, the terms sus-
tainability and tourism are defined below. Thereupon, the influence of tourism 
on people and the environment is described. Concluding, the concept of sus-
tainable tourism is explained. 
2.1 Sustainability 
Sustainable development can be understood as a development of humankind in 
which the interactions of economic, environmental and social aspects do not 
affect the welfare of subsequent generations.5 The process of sustainable de-
velopment unites and considers these three aspects equally.6 The United Na-
tions have adopted this taxonomy in the definition of sustainability in their 
Agenda for Development7 and also the concept of sustainable tourism is based 
on this approach.8 
2.2 Tourism 
Tourism describes the change of the location of people to a place they do not 
visit regularly. Regularly visited places are the workplace and the place of resi-
dence. The scope of tourism includes the necessary transport to the desired 
location and the activities of the tourists at the place of residence. These in-
clude, for example, overnight stays, visits, restaurant visits and conferences. 
Relevant for the tourism industry are also the duration of the trip, the geograph-
ical distance to the home town and the motive for the trip.9 Tourism includes 
travel for leisure as well as travel for business.10  
However, not every traveler is a tourist. By definition of the World Tourism Or-
ganization, anyone who has been traveling for more than a year is an immigrant 
or emigrant. If the reason for the journey was enforced, a person is a refugee. 
Also excluded from tourism are diplomats, nomads, members of the army and 
people whose daily work takes place in several states. Likewise do leisure trips 
fall in the category of not counting towards tourism, because the traveler does 
not stay overnight but are only passing through.11 
Tourism is an important source of income to many regions and to the people 
who live and work there. Development of tourism often stands for new jobs and 
the hope for an economic upswing.12 However, there are aspects that must be 
taken into account in the sustainable development of tourism. These are ex-
                                            
5 
cf. World Commission on Environment and Development 1987, p. 43 
6
 cf. Bär 2006, p. 17-18 
7
 cf. Kuhlman/Farrington 2010, p. 3438 
8
 cf. Rein/Strasdas 2017, p. 13 
9
 cf. Hinterholzer/Jooss 2013, p. 3 
10
 cf. Hinterholzer/Jooss 2013, p. 4 
11
 cf. Hinterholzer/Jooss 2013, p. 25 
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There is a natural offer in tourist destination regions that tourism can use. It 
consists out of the weather, location, cultural offer, biodiversity, architecture and 
other characteristics specific to this region. For a long time, these conditions 
formed the bases for the marketing of tourist destinations.13 The tourist market 
is growing and becoming global. However, this growth is limited by the natural 
resources.14 There is a maximum capacity for social, environmental and eco-
nomic burdens, that are sustainable for each region.15 
In the German tourism market, a distinction is made between tour operators and 
travel agencies. Tour operators are companies that combine their own or third-
party offers in package holidays. Travel agencies sell the offers of tour opera-
tors. They are an intermediary for the customer.16 
 Ecological Aspects 2.2.1
Tourism in an ecological context has to consider a number of aspects. Natural 
resources should not be depleted and the biodiversity should not be impaired. 
Animals may not be decimated and especially the extinction of populations has 
to be prevented. Furthermore, emissions caused by tourism must be curbed 
sufficiently for the local ecosystem to absorb. This applies to the pollution of air 
and water.17 Special attention should be paid to greenhouse gas emissions. 
Greenhouse gases are produced in every section of the tourism value chain. 75 
percent of the emissions come from traffic, especially from arrival and depar-
ture. 40 percent of the pollution come from air traffic, 32 percent from cars and 
another 3 percent are induced when traveling by bus and train.18 A flight from 
Berlin to Gran Canaria causes 1.5 tons of CO2 per person, which is half a ton 
more than one inhabitant of Germany may cause per year, according to the 
2050 German climate protection targets.19 Technical progress leads to constant 
minimization of CO2 emissions from transport. However, the World Tourism Or-
ganization estimates that the number of tourism trips, starting from 2005, will 
increase by 180 percent by the year 2035. The organization also assumes that 
air travel is increasingly being used and short trips are becoming more and 
more popular. Thus, over the 30 years from 2005 to 2035, the World Tourism 
Organization is forecasting a tripling of tourism-generated greenhouse gas 
emissions, mainly due to the increase in air traffic.20 
 Economical Aspects 2.2.2
From an economic point of view, tourism is of great importance for a touristic 
                                            
13
 cf. Wöhler/Saretzki 1999, p. 67 
14
 cf. Steinecke 1995, p. 7 
15
 cf. Rein/Strasdas 2017, p. 24 
16
 cf. Süddeutsche Zeitung 2016 
17
 cf. Steinecke 1995, p. 7 
18




 cf. Steinecke 1995, p. 7 
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region. For this reason, operators of hotels, leisure activities and other compa-
nies and financiers should be from the region to keep the revenues there. Em-
ployment in high-quality positions in other sectors should not be affected by the 
tourism industry, therefore a job in the tourism industry should not be an alter-
native to a job as a teacher or doctor. In order to prevent tourism being profita-
ble mainly for supra-regional investors and non-local providers, minimum mar-
gins for the tourism industry must be set. Tourism also has to be profitable for 
the regional labor market, so a minimum percentage of employees must be na-
tives.21 
 Social Aspects 2.2.3
Social aspects can be a limited number of visitors in public buildings or sports 
areas. For the public infrastructure, the amount of visitors must be bearable. 
This applies to public transportation and all day-to-day disposal and supply sys-
tems. Public facilities may be used by tourists only to the extent that they are 
still be fully available to the locals. Affected are medical care, police and offices. 
The form of tourism offers must not influence the local culture in excess. This 
includes customs, values, craftsmanship and the identity of the locals.22 
Now that sustainability and tourism have been defined and the influence of tour-
ism in economic, ecological and social aspects has been presented, a brief in-
sight into the possibilities of sustainable tourism is given in the following para-
graph. 
2.3 Sustainable Tourism 
There are various sustainable offers in the German tourism market, which differ 
in their characteristics. Some travel offers are certified with quality seals, in 
which social projects are visited and the guests spend the night in sustainably 
managed accommodation.23 Other travel agencies consider themselves as sus-
tainable because they incorporate modern exhaust systems in cruise ships,24 or 
because they operate the airline with the lowest CO2 emissions in Europe.
25 
There are also online travel portals of business associations where each travel 
offer must meet sustainable criteria. These criteria are checked every two 
years.26 Sustainable tourism can therefore have different characteristics and the 
tour operators are guided by the sustainable aspects that were explained in the 
previous chapter. Sustainable tourism came up in the 1990s with the term "soft 
tourism". However, the term "soft" is not exactly defined as "sustainable", 
"green" or "fair". For travelers is it difficult to trust these terms because of the 
lack of a definition. This is one of the aspects sustainability marketing has to 
address.27 
                                            
21




 cf. SKR 2018 
24
 cf. TUI 2018a 
25
 cf. atmosfair 2017 
26
 cf. forum anders reisen 2015 
27
 cf. Wöhler/Saretzki 1999, p. 67-68 
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3 Market Segmentation in Sustainable Tourism 
In the case of a sustainability-oriented market segmentation which refers to 
consumers, a distinction is made between socio-ecological active, potentially 
active and disinterested consumers.28  
The timing of the market entry has to be considered. In timing, a distinction can 
be made between the pioneers, the companies that first offer sustainable travel 
offers on the market, succeeded by the early followers and the late followers. 
The pioneers still serve a niche market, they address the socio-ecologically ac-
tive customers. The pioneers have to deal with resistance and barriers to entry. 
Consumers are still skeptical about the offer. This may be because sustainabil-
ity is difficult to verify and customers have doubts about the trustworthiness. 
Moreover, customers might fear that the travel experience suffers and that they 
have to sacrifice comfort. The early followers enter the market after the pio-
neers. They serve the socio-ecological potentially active consumers. They are 
experiencing other problems in the market due to competitors who have already 
established themselves successfully in the market as socio-ecological compa-
nies. The late followers serve the mass market and the target group of passive 
consumers. These consumers are not interested in sustainability on their holi-
days and do not accept higher prices or constraints. There is no interest in sus-
tainability on holidays because restrictions through sustainability, such as an 
increasing price, are undesirable for this consumer group. 29  
For the pioneers, it is advisable to target the active consumer group in a niche 
market. Pioneers communicate sustainability as the dominant feature of their 
product. This strategy is especially advisable when the companies are small. 
One of the pioneering companies is the German association forum anders rei-
sen. According to their own statements, they are pioneers in sustainable tour-
ism with a globally unique, demanding and binding standard within their trade 
association.30  
With environmental friendliness as only an accompanying aspect in the posi-
tioning one addresses the socio-ecologically passive consumers best. These 
can best be served in the mass market. This strategy is advisable for the late 
followers.31 A classic example of a tour operator in the German touristic mass 
market is the TUI Group. TUI is not only economically successful, but also 
communicates commitment to socially and ecologically sustainable tourism. TUI 
has environmental certifications for hotels, the charter airline with the lowest 
CO2 emissions in the European market and the cruise ship Mein Schiff 4 has 
modern exhaust systems. Even if they present themselves as a sustainable 
company, they communicate their customers mainly the low prices and quality 
                                            
28
 cf. Meffert/ Kirchgeorg 1995, p. 277 
29
 cf. Belz 2004, p. 481 
30
 cf. forum anders reisen 2018 
31
 cf. Belz 2004, p. 472 
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features of their travel offers.32  
Between these two extremes there is also the possibility of positioning environ-
mental compatibility on an equal footing with other profiling dimensions. Equal 
positioning is recommended for medium and large companies. They have the 
opportunity to exploit untapped market potential by addressing consumers who 
can be activated for sustainable behavior. This consumer group can be moti-
vated to choose sustainable products by marketing sustainability as added val-
ue for the customer.33 Exemplary, the German travel provider SKR, who offered 
the first trip certified with the Fairtrade quality seal, should be mentioned in that 
regards. The accommodations on this trip are certified with the Fairtrade quality 
seal and social projects are visited. SKR promotes intensive encounters with 
local families and particularly stylish accommodation in order to communicate 
added value resulting from sustainability.34 
It becomes clear from these three options that sustainability marketing in the 
economical filed of tourism tourism can be carried out for every consumer - in 
niche markets, in individual market segments and in the mass market. How ex-
actly a product is positioned in the market is in the eye of the viewing consumer. 
Strategic marketing can only try to reach the position that it considers ideal. 
Targeted measures of operational sustainable marketing support the positioning 
efforts.35  
                                            
32
 cf. Deutscher Reiseverband 2018, p. 14 
33
 cf. Prüne 2013, p. 92 
34





4 Sustainability Marketing in Tourism 
4.1 Differentiation of Sustainability Marketing and 
Management 
A distinction has to be made between the terms sustainability marketing and 
sustainability management. Both are oriented to the market, to customers and 
competitors, as well as to the environment in an ecological and social sense. 
They thus follow the same leadership philosophy. Sustainability management, 
however, addresses all business areas, while sustainability marketing, as the 
term implies, refers only to marketing. The divisions of sustainability manage-
ment can be, for example, production, logistics, finance and procurement. The 
management system Environmental Management and Audit Scheme was cre-
ated in Europe to coordinate these areas, taking into account the environmental 
and social issues. This was revised in 2001 and is compatible with the ISO 
14001 standard, making it a global standard. This standard deals with environ-
mental sustainability in relation to environmental management systems.36 For 
social sustainability, there is the SA 8000 (Social Accountability). With this 
standard, companies and factories around the world can be certified if they treat 
their workers fair. The social justice of this standard stems from the Labor Code 
in the Universal Declaration of Human Rights. In addition to the management 
system, the SA 8000 includes child labor, forced labor, health and safety, free-
dom of association and bargaining, discrimination, disciplinary practices and 
working hours and remuneration.37 As already explained in chapters 2.1 and 
2.2.1, the sub-areas of environmental and social sustainability together with 
economic sustainability form a single entity. For the sustainable development of 
a company or an industry, all three areas must be equally considered, and the 
above-mentioned standards provide a suitable basis for this. When a company 
is certified with one of these standards, it increases their trustworthiness. Con-
sumers can rely on these norms if they want to support a sustainable company. 
A broadly based sustainability management, whether or not based on the 
standards mentioned above, is the basis for a functioning, long-term sustainabil-
ity marketing.38  
In recent years, sustainability marketing has developed as a sub-discipline of 
marketing. It poses a challenge for marketing to recognize the opportunities in 
the market, for example through environmental protection, and to use them in 
the interests of the company.39 Behavioral research has revealed the trend that 
markets are becoming sustainable. This is due to consumers who increasingly 
ask for products and services that are sustainably produced.40 The idea of sus-
tainability is currently gaining tremendous value and customers like the LOHAS 
                                            
36
 cf. Belz/Bilharz 2005, p. 7 
37
 cf. Social Accountability International 2017 
38
 cf. Becker 1998, pp. 1-3 
39 
cf. Meffert/Kirchgeorg 1998, p. 273 
40
 cf. Villiger et al. 2000, p. 8 
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consumer group have moral demands on companies.41 The term LOHAS stands 
for "Lifestyle of Health and Sustainability".42 The consumer group LOHAS de-
scribes a group of people with a strong consumer behavior. Sustainability and a 
healthy lifestyle are of great relevance in their consumptional behavior.43 An im-
portant market in which LOHAS consume is the tourism industry.44 Sporting ac-
tivities in the outdoors and a search for meaning in spirituality are among the 
interests of the LOHAS during their vacation.45 To open up the tourism market 
for LOHAS, meaningful experiences are of great importance. These can be reli-
gious experiences and experiences in nature.46 For companies, LOHAS seeks 
to make the company's vision match their moral vision.47 Tourism offers a mar-
ket that has a great potential for this target group.48  
Because of these demands from the consumer side, the sustainability market-
ing was developed to meet the needs of the customers.49 However, in contrast 
to sustainability management, sustainability marketing only plans, coordinates 
and controls measures that are aimed at the sales market.50  
4.2 Concept of Sustainable Marketing 
Marketing in general can be understood in two different ways. It can consist out 
of sales or distribution and is then located in the operational field. The classical 
four marketing tools product, price, distribution and communication are used for 
the implementation. It is about communicating the right product with the right 
price in the right place. But marketing can also be a guiding idea in the compa-
ny, which is oriented towards the customer. This philosophy permeates all divi-
sions. These two approaches combined form a dual leadership concept, on the 
one hand at the operational level and on the other hand as a guiding idea in 
corporate governance. The tactics described at the end of this work in the form 
of recommendations for action are components of the four classic marketing 
tools and refer to short-term actions to reach the customer. Those are based on 
the guiding idea and strategic marketing of a company, which is why a holistic 
approach for sustainability marketing in tourism is presented in this chapter.51  
According to Belz, the concept of sustainable marketing follows an ideal con-
cept consisting of six steps. Each step involves environmental and social crite-
ria. These six steps are shown in figure 1.52 In the model, the first two stages 
                                            
41
 cf. Katz 2002, p. 105 
42
 cf. Köhn-Ladenburger 2013, p. 2 
43
 cf. Köhn-Ladenburger 2013, p. 9-10 
44
 cf. Köhn-Ladenburger 2013, p. 31 
45
 cf. Köhn-Ladenburger 2013, p. 32 
46
 cf. Köhn-Ladenburger 2013, p. 53 
47
 cf. Köhn-Ladenburger 2013, p. 67 
48
 cf. Köhn-Ladenburger 2013, p. 58 
49
 cf. Belz 2004, p. 471 
50
 cf. Prüne 2013, p. 86 
51
 cf. Belz 2004, p. 483 
52
 cf. Belz 2004, 475 
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are for gathering information and analyzing the customer's needs. Steps three 
through five are for design and implementation. The model should describe how 
socio-ecological aspects are integrated throughout marketing. This is very com-
plex and takes place in a nonlinear way, even if the graphic suggests other-
wise.53  
 
Figure 1: Conception of Sustainable Marketing (Own figure)54 
The first step is to find out the socio-ecological problems that a travel offer 
causes. In the second step, customer needs are determined. The size of the 
intersection between socio-ecological problems and customer needs has to be 
defined and analyzed economically. The larger this intersection is, the more 
options a company has for sustainable marketing. An example of an industry 
where socio-economic issues have a large overlap with customer needs is the 
fashion industry. The cultivation of cotton and the processing that causes pollu-
tants and often violates human rights are socio-ecological problems. The needs 
                                            
53
 cf. Belz 2004, p. 475 
54
 cf. Belz 2004, p. 474 
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of customers in Germany in the fashion industry are increasingly moving in the 
direction of buying sustainably produced clothing whose production does not 
pollute the environment and respects human rights. Since the intersection be-
tween socio-ecological problems and customer needs is high, there is a lot of 
scope for sustainability marketing.55 In tourism, however, customer needs hardly 
overlap with socio-ecological problems. According to the Reiseanalyse 2018 of 
the Forschungsgemeinschaft Urlaub und Reisen e.V., the price and the quality 
of the travel experience are the most important factors among German tourists. 
Providers of sustainable travel offers account for just under 1 percent of the 
tourism market. Although the mass market is campaigning for sustained com-
mitment, these are mostly limited to sub-aspects such as the support of social 
projects or modern exhaust systems in cruise ships.56  
 Normative Sustainable Marketing 4.2.1
When the economic factors have been determined by social-economic prob-
lems and customer needs and their intersection has been determined, the next 
step is the normative sustainable marketing. In normative sustainable market-
ing, principles are formulated for the company and anchored in the corporate 
mission statement.57 When the setting of goals in normative marketing takes 
place, these can be qualitative and quantitative in tourist companies. Quantita-
tive goals are primarily economic targets such as the increase in sales and 
market shares and are intended primarily to satisfy shareholders, therefore it is 
a shareholder approach. The purely economic success of a tourism-based 
company contrasts with the basic idea of sustainable tourism, which makes an 
IPO for sustainable tourism companies difficult. In sustainable tourism, qualita-
tive goals are common and form the guiding principles for the company. The 
mission statements provide a basis for the behavior of companies towards 
competitors, employees, guests and the population at a touristic destination. 
Mission statements can also be linked to strategic goals because they are up-
stream of strategic marketing.58 
 Strategic Sustainable Marketing 4.2.2
In the strategic marketing for tourism companies, the aspect of ecological sus-
tainability has always been important, as the natural resources that can be 
found at the touristic destination are one of the most important foundations for 
vacationers and travel agencies.59  
Also in tourism sustainability marketing, strategic marketing aims to gain com-
petitive advantages.60 Companies are trying to adapt to market changes as 
quickly as possible and to be ahead of their competitors. In sustainable tourism 
marketing, strategic marketing can derive actions from the established norma-
                                            
55
 cf. Prüne 2013, pp. 88-89 
56
 cf. Forschungsgemeinschaft Urlaub und Reisen e.V. 2018, p. 5 
57
 cf. Wiedmann 1984, p. 8 
58
 cf. Schmied et al. 2009, p. 40 
59
 cf. Schmied et al. 2009, p. 40 
60
 cf. Prüne 2013, p. 90 
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tive marketing principles. These are derived in strategic marketing, in manage-
ment systems and organizational structures and finally translated into concrete 
actions during the operational phase.61  
Positioning is the first step in strategic marketing.62 It should be considered, 
which effects socio-ecological problems have on the positioning of the tourism 
offer and how these are communicated to the customer so that the image of the 
offer is perceived as environmentally and socially compatible. This step is fol-
lowed by the target group segmentation, which is based on the question of 
which customer groups can be addressed with socio-ecological travel offers.63 
The third aspect is the timing. The timing describes the ideal time to introduce 
the travel offer in the market. A product can be launched too early in the market. 
If the acceptance of social-ecological topics among the customers of tour opera-
tors or hotels is not yet high, then the product does not enter the market suc-
cessfully. Too late market introduction on the other hand may result in difficul-
ties, because competitors have already established themselves in the market.64  
In order to establish a successful marketing strategy, it is important to know how 
customers choose a travel offer. The decision-making process involves a varie-
ty of factors. Marketing must be aware of where customers inform themselves 
about travel offers, what services are relevant to them and which positioning of 
the product (for example, price) attracts them. According to the Reise Analyse 
2018 of the Forschungsgemeinschaft Urlaub und Reisen e.V., the most im-
portant booking channel for German travelers in 2017 was the travel agency. 
However, online bookings continue to increase. In 2007, only 17 percent of the 
Germans booked online and in 2017 it were already 38 percent. According to 
the prognosis of the Forschungsgemeinschaft Urlaub und Reisen e.V., by 2020 
the majority of holiday bookings will be made online. For information about trav-
el deals prior to booking in 2017, brochures and catalogs, travel agency consul-
tations and accommodation websites in descending order were the most popu-
lar sources of German vacationers. The findings of these studies are used in 
the data collection in the context of this bachelor thesis in order to be able to 
formulate a statement about where German tourists inform themselves before 
going on holidays.65  
In terms of positioning of holiday deals, the price in conjunction with adequate 
quality was the most popular selection criteria for travel in 2017, at 49 percent. 
However, 38 percent of the tourists found the quality more important than a low 
price, as long as the price was still appropriate. In the organizational form, the 
package holiday is the most popular choice of German tourists.66  
The strategies that are formed in the strategic marketing based on the analysis 
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of the current situation of the market, are the basis for the formation of market-
ing tools. In addition to the current situation of the market, the goals of the com-
pany and the desired positioning of the product must be considered.67 
 Operative Sustainable Marketing 4.2.3
Operative sustainable marketing designs the marketing mix consisting out of the 
four classic elements of product, communication, price and distribution. By ap-
plying the components of the marketing mix in practice, the created marketing 
strategies are translated into concrete tactics.68 In the following, the instruments 
of the marketing mix are presented. Those are relevant for the positioning of the 
product for the different consumer groups presented in chapter 3 in the target 
group segmentation.  
In tourism, the product policy encloses the choice of the destination, the design 
of the offer and the presentation of the travel offer. In designing a favorable sus-
tainable offer, care is taken to minimize or eliminate negative environmental 
influences.69 The product covers either the whole journey or the individual travel 
modules that consist out of traffic, accommodation, food and experience. How-
ever, negative environmental, economic and human impacts are defined based 
on current knowledge, available technology and current aspirations. The under-
standing of sustainability and the possibilities to implement sustainable solu-
tions are constantly evolving. The processes for reducing negative environmen-
tal influences must therefore be constantly adapted.70  
The pricing policy includes the determination and differentiation of the price as 
well as special conditions and commissions. In the pricing policy, the company 
has to pay attention to what the customer is willing to pay and how expensive 
comparable offers from competitors are. In addition, the own costs must be 
covered.71 The three consumer groups have different cost-benefit ratios and 
thus different levels of willingness to purchase such a product. The socio-
ecologically active customers are willing to pay higher prices and to accept re-
strictions if the travel offer meets their standard for sustainability. The potentially 
active customers are generally interested in socio-ecological problems, but 
quality and other traditional features of a journey are nevertheless relevant to 
them and have a major impact on the decision to make a booking. The socio-
ecological passive consumers are not willing to pay more for an ecological 
product. The mass tourism market in Germany consists out of these price-
sensitive consumers.72 For the environmentally active and the potentially active 
customers, there is some room for maneuver as a provider of sustainable tourist 
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services, but a perceptible added value has to be provided if the price is set high.73 
In the case of distribution policy, it is crucial how much time the customer wants 
to use for a consultation and how much money is available for a trip. For tourist 
offers, the complexity of the products varies. Package tours require less advice 
than an individual trip on arrival, accommodation and program must be individ-
ually selected on site. When taking a look at the German market, the travel 
agency is still the most popular place to find out about travel deals. For the envi-
ronmentally active consumer, however, direct marketing via their own website is 
more suitable than a travel agency.74 
In communication policy, information is passed on to potential customers. The 
information should provide the concrete benefit and justification for the product. 
Emotional buying incentives must be offered especially for socio-ecologically 
passive consumers.75 To underpin the trustworthiness of socio-ecological infor-
mation, quality seals awarded by independent organizations may be appropri-
ate. They have a big impact on the sales of the product if they are known by the 
consumers.76  
The last step in sustainability marketing, the transformative sustainability mar-
keting, ultimately serves to transfer socio-ecological ideas into politics and the 
general conditions of the market economy.77  
4.3 Quality Seals in Sustainable Tourism 
Quality seals belong to the field of Corporate Social Responsibility. In tourism, 
corporate social responsibility means, that a company assumes social respon-
sibility and counteracts the negative ecological, economic and social conse-
quences of tourism. In addition to policies that are dictated by politics, quality 
seals are one of the voluntary instruments. Other examples of voluntary instru-
ments include anchoring sustainability in the corporate mission statement, 
codes of conduct and standards for management systems such as the already 
mentioned ISO 14001 standard (see chapter 4.1). For quality seals, companies 
must meet formal criteria to become certified. Quality seals have several func-
tions. For customers, quality seals are a guarantee that their travel package or 
travel component, such as their hotel, meets certain sustainable standards. As 
tourism companies have to work together, quality seals provide companies with 
guidance in finding suitable, sustainable contractors. For tourism companies 
themselves, they serve as a guide to continuous improvement and implementa-
tion of sustainability-enhancing measures and compliance with the certification 
criteria.78  
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Hence, a tour operator who is a member of forum anders reisen and is looking 
for a suitable hotel for a travel offer, has, based on the certification criteria of 
seal of approval, the opportunity to find a hotel as a contract partner that actual-
ly meets the criteria of forum anders reisen. The tour operator itself will endeav-
or to comply with the certification guidelines. A customer of the tour operator 
can trust in the sustainability of his travel offer, as tour operators may only be a 
member of forum anders reisen, if they fulfill the criteria of certain quality 
seals.79  
There are currently more than 100 quality seals for sustainable tourism on the 
global tourism market.80 In contrast to consumer products, quality seals in tour-
ism are barely known, partly because people tend to go to the supermarket 
more often than to a travel agency or an online travel platform. The best-known 
quality seal for social sustainability in the consumer goods market is the 
Fairtrade seal.81 It dominates fair trade in Germany, has licensees in 56 coun-
tries and 33 member organizations. As of 2016, 3,000 products, mainly food, 
were certified with the seal.82 Although the most well-known German consumer 
center Stiftung Warentest recommended the TourCert quality seal, one problem 
is the trustworthiness of the seals. The terms "sustainable" and "fair" are not 
protected by law and can therefore be interpreted freely by any company.83  
In the following, a selection of quality seals in sustainable tourism are presented 
(see figure 2). The seal of approval on the left, EarthCheck, is a quality seal that 
has already been awarded to more than 1200 companies in more than 70 coun-
tries. It certifies hotels, in the areas of water consumption, waste management 
and involvement of the local population. The certified companies are reviewed 
every two years.84 The next seal of approval, TourCert, certifies tour operators, 
accommodations, destinations and travel agents. The license holders commit 
themselves to use green electricity, to compensate at least 50 percent of their 
own air travel and to train their employees in sustainable topics. The seal is 
recommended by Stiftung Warentest.85 Members of the already mentioned as-
sociation forum anders reisen, are all certified with this seal. The quality seal 
Fair Trade Tourism is regarded as a pioneer for socially responsible and eco-
logically compatible tourism worldwide. It is awarded in South Africa and some 
other African countries and certifies the areas of culture, respect for human 
rights and environmental protection in housing, nature conservation areas and 
local promoters.86 The aforementioned tour operator SKR has offered the first 
trip in Germany which has been awarded the Fair Trade Tourism quality seal.87  
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Figure 2: Quality Seals in Sustainable Tourism88 
4.4 Problems of Touristic Sustainable Marketing 
In most travel offers, customers can not check by themselves, whether a travel 
offer is really sustainable. Therefore it is particularly important for companies to 
create a reputation and thus gain trust from the consumer side.89 One of the key 
challenges is the behavior of those consumers who are interested in sustaina-
bility. While expressing their interest in sustainable products, they still do not 
book sustainable travel offers and prefer offers with a different positioning. This 
is due to the individual cost-benefit perception of these consumers.90 In addition 
to the purely functional benefits of a journey, there are emotional and symbolic 
qualities that can be of benefit to the consumer and thus encourage the pur-
chase or the booking. In the case of sustainable travel offers, customers can 
perceive themselves as environmentally conscious and present themselves to 
their environment. At other vacations, customers can present themselves as 
sporty, culturally interested or wealthy, depending on what kind of trip is 
booked.91 On the other hand, the benefits of the product are offset by the costs. 
The costs can be monetary and directly related to the price of the travel offer. In 
addition to the monetary costs, opportunity costs have to be considered. Oppor-
tunity costs include the time taken to find out about holiday offers. All of these 
factors together make up the personal cost-benefit balance of consumers.92 In 
the case of sustainable travel offers, the customer has to be addressed in a way 
that suits his target group and the opportunity costs must be kept as low as 
possible. Information about sustainable travel offers must be trustworthy and 
clearly communicated on travel platforms on the internet or in travel agencies.  
In the following, an overview of the current structure of the German tourism 
market will be given on the basis of a sector analysis. In this work, the sector 
analysis serves to illustrate the possibilities offered by the tourism market and to 
find out how sustainable tourism offers can be marketed. 
4.5 Analysis of the German Tourist Industry 
This sector analysis shows, how the German tourism market is structured. 
Based on the structure, best practice examples of travel agencies for sustaina-
ble tourism will be given afterwards. The structuring also serves, together with 
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the following best practices, to answer the descriptive research questions I and 
II. A sector analysis provides information on competitive forces and the competi-
tive situation in the market. Porter has developed a model consisting of five 
forces that determine the competition. The five forces Rivalry among existing 
firms, Threat of new entrants, Threat of substitute products or services, Bargain-
ing power of suppliers and Bargaining power of buyers are shown in figure 3.93 
 
Figure 3: Forces Driving Industry Competition94 
Rivalry among companies in Germany exists among the large, medium-sized 
and small tour operators, which generated a total of 30.2 billion euros in the fi-
nancial year 2016. The presentation is based on the 2016 financial year, as the 
provider of sustainable travel offers forum anders reisen published its economic 
data this year. Forum anders reisen is a network of approximately 130 small 
and medium-sized tour operators who are committed to sustainable tourism. It 
is also the largest association of sustainable tour operators in Germany.95  
                                            
93
 cf. Grundy 2006, p. 215 
94
 cf. Grundy 2006, based on Porter 2004, p. 215 
95




Figure 4: Market Shares of German Tour Operators 201696 
The largest market shares among German tour operators in that year were 
achieved by TUI with 18.3 percent, Thomas Cook with 11.6 percent and DER 
Touristik with 9.3 percent, as figure 4 shows.97 The seven largest tour operators 
held 59.5 percent of the market share.98 They form the mass market in German 
tourism. Sustainable travel offers are a niche market and accounted for less 
than 1 percent of sales in the German market in 2016.99 However, the members 
of forum anders reisen recorded a sales growth of 14.25 percent, a much higher 
growth than the rest of the German tour operator market. Overall, sales have 
been steadily rising since 2010, as illustrated by figure 5. The developments 
suggest that the growth trend in this sector will continue. In 2016, 144,000 pas-
sengers booked a sustainable travel offer at forum anders reisen. An upswing 
could be seen in individual tours and trips in small groups were also popular.100  
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Figure 5: Revenues of forum anders reisen by 2016101 
According to Schmied et al., there is a rivalry among the big German travel 
agencies. To give an example, this was expressed by TUI buying up the British 
market leader Thomson Holidays in order to consolidate its leading position in 
Europe.102 In 2014, TUI also acquired the British subsidiary TUI Travel PLC, 
which made the TUI Group the global market leader.103 Also hotel chains, air-
lines, car rental companies or travel agencies are bought up by the big tour op-
erators.104  
There are hardly threats of new entrants in the oligopolistic German tourism 
market, as the market is dominated by a few large companies.105 Optionally, 
further purchases or mergers, such as the already mentioned acquisitions of the 
TUI Group, will lead to a new competitive situation. 
Threads of substitute products or services are hard to find in the tourist industry. 
Instead of traveling, customers could spend their holidays at home, this would 
be a substitute. However, according to the Forschungsgemeinschaft Urlaub und 
Reisen, 70 percent of the German population had already decided at the begin-
ning of 2018, that they would go on vacation again in 2018. The developments 
from 2016 to 2017 show, that there is a slight increase in both short trips and 
holiday trips, as shown in figure 6. It is not to be assumed that not traveling will 
be a substitute for traveling.106 
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Figure 6: Holiday Trips 2016 and 2017107 
The package tour is the product which is the most prevalent one in the mass 
market. A substitute for that could be individual bookings made on the internet. 
In the ten years from 2007 to 2017, it can be seen that package tours, at 44 
percent, are still the most popular form of bookings in the German travel market. 
However, the booking type is currently changing significantly. In 2007, only 17 
percent of all holidays were booked online, compared to 38 percent in 2017. In 
2007, 56 percent of journeys were booked at the travel agency, but in 2017 the 
figure is only 41 percent. It is expected, that most bookings will be made online 
by 2020. Travel destinations abroad are clearly in trend as they made 72 per-
cent of all bookings in 2017. With 8 percent, the highest percentage of long-
distance travels has been undertaken by German tourists as in 2017. However, 
the most popular travel destination of the Germans is Germany with 28 percent 
of all bookings. The most popular foreign destinations are Spain with 13.1 per-
cent and Italy with 8.3 percent. Germany as the most popular holiday destina-
tion offers short travel routes for sustainable means of transportation. Even if 
journeys abroad are becoming more popular, they can not be seen as a substi-
tute for the strong domestic holiday market, which can benefit sustainable tour-
ism.108  
The bargaining power of buyers is reflected in the trend that tourists have be-
come more price sensitive compared to 2008. In particular, reasonably priced 
and adequate quality were the key points of reference in 2017 at 49 percent of 
respondents surveyed by the Forschungsgemeinschaft Urlaub und Reisen.109 
The Internet offers customers the opportunity to be well informed before book-
ing their holidays and thus find the cheapest alternative. This will allow them to 
influence the market and to put pressure on prices. In addition, there is a trend 
towards individually booked journeys. For package holidays the market is satu-
rated.110 Travel agencies are in Germany, as already described, the most im-
portant place for bookings. They have a rather small influence on tour operators 
as they depend on their commissions. It can thus not be said that there is a 
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bargaining power of suppliers in the tourism market.111 
4.6 Best Practices 
The previous presentation of the tourist industry in Germany has shown, that 
tour operators in Germany can be divided into the non-sustainable mass market 
and the niche market for sustainable tourism offers. 
In the following, best practices of marketing tactics of a company from the tradi-
tional mass tourism market and the niche market of sustainable tourism are 
presented. The companies are committed to sustainability and communicate the 
topic in a way, that is appropriate for their target group. The products, the price 
and the distribution method are examined in this chapter. The findings are used 
to answer the descriptive research questions. 
If travel agents in the mass market only slightly improve their travel offers, a 
noticeable contribution to sustainability can already be made in the tourism sec-
tor. That is why the TUI Group is listed below as one of the best practices, even 
though strictly speaking it is not a holistically sustainable company. The global 
market leader in tourism markets itself with a “green” image. It advertises sus-
tainability and environmental certifications. The cruise ship Mein Schiff 4 has 
modern exhaust systems112 and TUIfly airplanes are test winners in the at-
mosfair Airline Index 2017 as they are the European airline with the lowest CO2 
emissions.113 The German non-profit climate protection organization atmosfair 
calculates the CO2 emissions of the world's 190 largest airlines and compiles a 
ranking every year, the atmosfair Airline Index. Via the organization, travelers 
can also compensate for CO2 from air travel and cruises through compensation 
payments.114 There are also TUI hotels with environmental certifications. In the 
social field, the non-profit organization TUI Stiftung supports young people 
across Europe.115 When taking a look at the website of TUI,116 mainly low prices 
are communicated. Figure 7 shows the website of the TUI, on which last minute 
offers and another savings option, the so-called SMILE DEALS, are communi-
cated. The TUI thus puts their focus on discount campaigns and generally low 
prices. 
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Figure 7: Website TUI117 
The offered products are package tours, cruises, flights and holiday homes. On 
the start page, there are no sustainable travel options displayed, even though 
there are options at TUI in the form of certified hotels and voluntary CO2 com-
pensation.118 Further down the website, the TUI Care Foundation is mentioned 
(figure 8), which is committed to sustainability in tourism.119  
 
Figure 8: TUI Care Foundation120 
TUI operates travel agencies for distribution and journeys can also be booked 
via the website. In travel agencies, as well as on the homepage of the website, 
sustainable offers are not communicated and also quality seals from sustaina-
ble tourism are not displayed. However, TUI has its own quality seal for hotels 
called EcoResort. According to the company, this seal is certified by the already 
mentioned ISO 14001 environmental standard.121 In summary, it can be said, 
that TUI is committed to sustainability. However, it does not encourage its cus-
tomers to book sustainable travel deals but presents itself as a company that 
behaves sustainably. This type of communication is suitable for the mass mar-
ket, as socio-ecologically passive consumers are the customers here. They val-
ue a low price and associate sustainability with additional costs. For these cus-
tomers, it is advisable that the company acts sustainable in the background. 
Possibly, customers who are generally interested in sustainability can be moti-
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vated with emotional messages to be interested in sustainability on holiday, too. 
The TUI Care Foundation uses a picture of a baby turtle on the website, which 
can open up the emotions of the consumers, as Figure 8 shows. 
A travel portal from the niche market, where sustainability is the main feature 
that is communicated is the already mentioned forum anders reisen. It has been 
established in 1998 and it’s customer numbers are constantly growing. Their 
goal is a sustainable form of tourism that is ecologically sustainable, economi-
cally feasible and ethically and socially just. Thus, the association strives in all 
areas of sustainability. The members have to fulfill a list of criteria and be able 
to prove a certification with the TourCert seal, a seal of approval from sustaina-
ble tourism. The quality seal is shown on the website of forum anders reisen, 
which underlines the trustworthiness of sustainability. Some of the association's 
providers compensate for CO2 during their flights and some even during shore 
excursions.122 When searching for nachhaltig reisen in the search engine 
Google, forum anders reisen shows up as one of the first results, indicating that 
the association's marketing is clearly focused on sustainability.  
 
Figure 9: Website forum anders reisen123 
The home page124 of forum anders reisen explicitly states, that the association 
stands for sustainable tourism. As products, complete travel packages as well 
as accommodations are offered. Prizes are only communicated, when a type of 
trip has been selected. Thus, the prices are not in the foreground of the com-
munication. In addition to sustainability aspects, the homepage advertises im-
ages of a Buddhist monk and an Indian woman. They communicate an added 
value in the form of exotic and extraordinary cultural experiences and direct 
contact with the local population. The offers from forum anders reisen are at-
tractive for socio-ecologically active customers such as the consumer group 
LOHAS. The socio-ecological potentially active consumers can be inspired by 
those offers, if the price is right and they see an added value which results from 
the sustainability aspect.  
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4.7 Summary and Ascertainment 
 Answer to the Descriptive Research Questions 4.7.1
The aim of this paper is to analyze marketing tactics in green tourism. With the 
consideration of the currently existing marketing tactics, the first research ques-
tion I: "What are the specific marketing tactics for sustainable offers of tour op-
erators in the German mass market?" can be answered. On the basis of the 
previous chapters, it can be summarized that sustainability, if any, is communi-
cated in the mass market only as a concomitant feature of travel offers. The 
travel deals are sold online and in travel agencies and the products are mainly 
package tours. In the mass market, sustainability is used by companies to pre-
sent themselves as socio-ecologically responsible. Here, they put an emphasis 
on social foundations, own quality seal and modern technology. CO2 compen-
sation are being made voluntary by the customers. In general, a focus is placed 
on the price. The mass market serves socio-ecologically passive consumers 
who are less interested in sustainability.  
The research question II: "What are the specific marketing tactics for sustaina-
ble offers of tour operators in the German niche market?" is aimed at compa-
nies that clearly communicate sustainability. In summary, the following can be 
stated. The companies are small and medium-sized and many of them are 
members of the association forum anders reisen. The travel offers are mainly 
sold online and the most successful products are individual offers and group 
tours. The products are holistically sustainable. Sustainability is the key feature 
in these travel deals. The providers use internationally recognized labels to un-
derpin the trustworthiness of sustainability and communicate this to their cus-
tomers. Some providers compensate CO2 on their own. The niche market 
serves the socio-ecologically active consumers who put up with higher costs 
and restrictions for sustainability. 
  Generation of Hypothesis 4.7.2
So far, this paper has conducted an understanding for sustainable tourism, sus-
tainability marketing, the consumer groups and the structure of the German 
tourism industry. According to this context, sustainability in tourism includes so-
cial, ecological and cultural compatibility and it has to be economically sensible. 
Sustainability marketing is possible for socially active, potentially active and 
passive customers. The application of sustainability marketing is thus possible 
both in the mass market and in the niche market. Research question I and II 
could be answered. 
The other research questions could not be conclusively clarified with the litera-
ture and require further research. So far, the assumption is that consumers with 
a general interest in sustainability also consider this aspect to be important in 
tourism. It is further assumed, that these consumers are familiar with quality 
seals in general because of their interest in sustainability. Therefore, they per-
ceive quality labels in sustainable tourism as trustworthy. It is also suspected 
that their interest in sustainability makes them perceive sustainable travel deals 
as trustworthy. For this purpose, insights will be gained in the following part in 
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the form of a quantitative data collection. For this, the research questions are 
translated into concrete hypotheses. Hypotheses are based on the described 
facts in this paper in regard to the state of research. They need to be built on 
research questions and must be consistent with other generated hypotheses.125 
Also, hypotheses must be falsifiable.126 They do not create certain knowledge 
but are provable or refutable conjectures.127 In formulating the hypotheses, no 
statements about the level of confirmation such as "significant relationship" may 
be made.128 They represent empirically verifiable cause-and-effect relationships 
whose validity is limited to periods and specific classes. The cause depends on 
the presumed regularity and the effect of the situational condition. Although hy-
potheses can be empirically confirmed provisionally via cause-and-effect rela-
tionships, they can never be proven. They make the research work clearer and 
more comprehensible.129 
Research questions III – V are listed below along their corresponding derived 
hypothesis: 
– Research question III "What are the differences between consumers who are 
generally more interested in sustainability and those who are generally less in-
terested in sustainability in terms of their perception of the relevance of sustain-
ability in tourism?"  
 H1: “Consumers who are generally more interested in sustainability differ 
from those who are generally less interested in sustainability in terms of 
their higher assessment of the importance of sustainability in tourism.” 
– Research question IV "Does the general interest in sustainability influence the 
perception of the trustworthiness of sustainable travel offers?"  
 H2: “The more consumers are generally interested in sustainability, the 
more trustworthy sustainable travel offers appear to them.” 
– Research question V "What are the differences between consumers who are 
generally more interested in sustainability and those who are generally less in-
terested in sustainability in terms of their perception of the relevance of sustain-
ability in tourism?"  
 H3: “The more consumers are generally interested in sustainability, the 
more trustworthy appear seals of quality for sustainable tourism to them.” 
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5 Own Empirical Study 
5.1 Research Method 
After precisely describing the problem and presenting the status quo in the con-
text of secondary research, primary research was conducted. The theoretically 
suspected relationships and differences were examined in an empirical review 
with the help of an online survey. Following the methodological preparation, the 
next step was to evaluate the content using the statistics and analysis program 
SPSS. In the following chapters, the central findings of the research are sum-
marized and a critical appraisal is given with regard to the methodological and 
content-related aspects. With this examination of the empirical data collection, 
finally recommendations for action for the sustainable tourism marketing are set 
up and summarized in a conclusion.  
In order to test the hypotheses, the questionnaire tested the different approach-
es of the marketing of sustainable products and services. These relate to the 
mass market on the one side and to the niche market on the other side. 
5.2 Survey Design 
Initially, a target group analysis must be carried out before the questioning can 
take place. The associated questionnaire must serve a purpose in this regard 
and the expectations of the results must be set.130 The purpose of this survey 
was to give tactical recommendations for the marketing of sustainable tourism 
offers. The surveyed target group are German consumers of travel offers, so 
that a conclusion on the population of German tourists is possible. The survey 
was conducted in German because the chosen sample consists of German-
speaking subjects. The questionnaire can be found in the appendix. 
A questionnaire must be designed to produce similar results when repeated 
under similar conditions. The interviewees may not be influenced by the interro-
gator. The result must be generalizable and provide a statement about the tar-
get group. A questionnaire must be as long as necessary and as short as pos-
sible and reasonable for respondents.131 A questionnaire must contain instruc-
tions for completion. For each question, it should be possible to establish a rela-
tionship to the topic under investigation and to determine an evaluable aspect.132 
The subjects were not influenced by a third party because the questionnaire 
was completed online and without any assistance. The survey questionnaire 
included 16 questions and the completion took five to ten minutes. Instructions 
were included. The content of the questions related to sustainability in general 
and tourism in particular and demographic information. 
The questionnaire begins with a title page that must be both effective and at-
tractive. In addition to conveying information about what the questionnaire is 
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about, the interest of the subject should be aroused. With a cover image, the 
willingness to fill out the questionnaire can be increased.133 The questionnaire 
within the context of this bachelor thesis was designed for the research topic of 
sustainability in tourism, whereby the topic tourism was presented with a cover 
picture showing a beach. The subjects were addressed on the front page direct-
ly and they were informed about data protection and the possibility to ask fur-
ther questions. The questionnaire was completed with a few words of thanks to 
the participants. 
The formulation of the questions should be clear, concise and understandable. 
The question should not uncontrollably affect the answer and unclear terms 
must be defined.134 Sustainable tourism has been defined in the survey. Howev-
er, only social and environmental sustainability has been defined as only these 
have been queried. As an example of a clear and understandable question, the 
following question from the survey should be mentioned: „Wie viel Nettoein-
kommen hast du pro Monat nach Abzug von Steuern und Sozialversicherung?“. 
Although this question is relatively long to ask for the income, it is clear, as it is 
specified which income is meant exactly. 
There are different types of questions, which are named and briefly explained 
below.  
Closed questions predefine answers and are statistically easy to evaluate. Ran-
dom answers or incorrect answers are two typical pitfalls for these questions.135 
In addition, the subjects can be influenced by given answer options. With 
scales, they tend to use the graduations of the scale to evaluate themselves. 
For instance, if a scale specifies higher frequencies, subjects will specify higher 
frequencies for their own behavior.136 An advantage is, that the data from closed 
questions can be quickly captured, encoded and evaluated. Closed questions 
were used in the survey in the form of single choice and multiple choice ques-
tions. In a single choice question, the subject must decide on one possible an-
swer.137 This model was used to find out which aspect of social or environmental 
sustainability in tourism is most important to the respondents. With multiple 
choice questions, the subjects were able to specify how they inform themselves 
about travel offers. 
To translate the real phenomena into numbers, there are four different levels of 
measurement. The lowest measurement level is the nominal scale, where the 
same characteristic values are assigned to the same number. With a nominal 
scaling, classes can be formed.138 An example from the preliminary survey are 
probands with more interest and probands with less interest in sustainability. In 
the nominal scale, the answer possibilities exclude each other, an example for 
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this are questions which can be answered by "yes" or "no". If so, they are di-
chotomous. Nominal scaled questions can also be scaled polytomous. In this 
case, the respondents have to decide for an answer but there are more than 
two possible answers. This method was chosen in the survey to find out which 
form of sustainability in tourism the respondents find most important. The next 
higher measurement level is the ordinal scale. This allows ratios and a ranking 
to be determined. At the next higher scale, the interval scale, a ranking and a 
measurable distance between the characteristic values can be defined. The 
interval scale level is suitable for requesting the approval or rejection of facts. 
The scales should be defined in such a way that the distances between the an-
swers are the same and interpretable.139 Recommended are five to seven scale 
points.140 The respondents must be given the opportunity to comment in a dif-
ferentiated manner while at the same time maintaining an overview of the num-
ber of scale points. The need of the interviewee for a differentiated representa-
tion of one's own opinion and the need of the interviewer for the widest variation 
of the possible evaluation methods should be maintained. A scaling with six 
scale points where only the endpoints are named was chosen in this survey. 
The scale points were even, so that no center could be used for respondents 
with no opinion or those who wanted to get quickly to the next question. How-
ever, there is also the danger that respondents who are in the middle of the 
class will not have the opportunity to express themselves and the result will be 
distorted. The direction of the scale was ordered from least interest or least 
agreement on the left to the greatest possible approval and interest on the right. 
The scales were one-dimensional. These questions would have given the op-
portunity to name each scale point. One advantage would have been that the 
subjects had known exactly what the individual scale points stand for. One dis-
advantage is, that it can not be assumed that there are equal distances be-
tween the scale points. Thus, these scales would be ordinal scaled and rank, 
one could no longer assume an interval or ratio scale. The selected variant of-
fers more possibilities for the evaluation due to the higher scaling. In this sur-
vey, the trustworthiness of tourist advertisements and seals of approval was 
queried on interval scales. Interest and the importance of sustainability in tour-
ism was also queried on interval scales. A higher scale contains all the lower-
scale possibilities for calculation, so that all statements that can be made about 
the lower-scaled variables are also possible for the following higher ones. When 
evaluating data, it is always possible to go back to a lower measurement level 
despite a higher scaling.141 
Another type of questions are open questions. They do not provide any answers 
and respondents can formulate their answers freely. One advantage is, that it 
identifies aspects that the interviewer did not think about when designing the 
questionnaire142 and that the interviewee is not influenced in his answer.143 A 
disadvantage is, that the answers depend on how well the subjects can express 
themselves. Furthermore, a great effort in the subsequent evaluation arises. A 
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mixed form of the mentioned types of questions is the half-open question. It can 
eliminate the disadvantages and combine the benefits of the above-named 
questions.144 In this questionnaire, the half-open question was used to find out, 
where the subjects inform themselves about holiday offers. The answer option 
„Andere Quelle, und zwar:“ was provided with a response field for self-
completion. This method has been offered here, because although it can be 
estimated where the respondents search for information about holiday offers, it 
is still possible that the author did not mention all possibilities. 
Both types of questions, closed and open questions, have disadvantages. With-
in the framework of this bachelor thesis, only closed and half-open questions 
were chosen, since the data collection, coding and evaluation process can be 
better coped within the given time frame.  
It should not appear to the subjects that some of the answers are of higher so-
cial acceptance than others.145 In terms of sustainability, this is difficult because 
sustainable behavior enjoys greater prestige in society than the opposite. Still, 
the questionnaire explicitly addresses sustainability and sustainable behavior of 
the subjects.  
The sequence and the structure of the questions in a survey have an effect on 
the response behavior of the subjects. There is the so-called primacy effect, 
where subjects tend to choose the category shown first to them. The recency 
effect describes the opposite, where the last category is chosen.146 To counter-
act these effects, the item batteries were randomly sorted to each subject in the 
survey. Questions on the same topics, for example on quality seals, were sum-
marized in blocks of questions. 
5.3 Sample 
A sample describes the people specifically selected for the survey.147 A sample 
is used as a subset to obtain generalizable, meaningful results about the popu-
lation. The population must be precisely defined in factual, spatial and temporal 
terms. If all units in the population are equally likely to become part of the sam-
ple, then it is a so-called random sample. A random sample is necessary be-
cause only in this case random error and significance level calculations are 
possible.148 There is no random sample in this survey, as the majority of re-
spondents are students of the University of Applied Sciences of Hannover and 
other German universities. Nevertheless, in the present work a random sample 
is assumed. Although there are concerns about this method, there is empirical 
evidence that this method yields the same result as random sampling.149 On this 
basis, statistical tests and confidence intervals can be applied, parameters can 
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be estimated and conclusions can be drawn about facts in the population. In the 
evaluation, the goal is to separate random effects from systematic ones.150 The 
characteristics to be examined are called variables which can be divided into 
influencing and target variables. The target variables are called dependent vari-
ables. They describe an effect that is triggered by the independent variable.151  
In the present survey, there were two independent variables for examining the 
differences between subjects who are generally more interested in sustainability 
and subjects who are generally less interested in sustainability. Dependent var-
iables were different examples of sustainability in tourism, which are divided into 
ecological and social sustainability. The differences in the mean values of the 
subjects with high interest and those with little interest in sustainability were 
tested. In another test, the interest in social and the interest in environmental 
sustainability were the independent variables. As dependent variables, the trust 
in quality seals for sustainable tourism and in the sustainability of travel offers 
was examined. 
After the sample and variables have been defined, the survey and evaluation 
must meet the four following requirements. It must be objective, meaning that 
neither the interrogator nor the instrument for carrying out the survey may dis-
tort the testimony of the subjects. The evaluation and interpretation of the data 
must be objective. Regarding the hypothesis, this means that respondents 
should not be influenced to the extent that they only have the opportunity to ex-
press themselves in the sense of the hypothesis. The second requirement is the 
validity of the investigation. The validity results from the correct determination of 
the characteristics and their dimensions and from the evaluation of a correctly 
determined characteristic value. Profitability as a third dimension expresses, 
that the survey always comes to the same measurement result, if it is carried 
out under the same conditions, so it must be reproducible. The last dimension, 
the generalizability, expresses that the result from the sample can be trans-
ferred.152  
5.4 Evaluation Method 
The software-based data collection from December 7th to December 10th 2018 
resulted in an adjusted sample of N = 186 (unadjusted N = 200) with 58 male 
and 128 female participants (31.18 percent and 68.82 percent) as figure 10, a 
screenshot from the survey, shows. 
 
Figure 10: Probands 
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Contingency tables show a possible relationship between variables.153 They 
were used in this evaluation to get a first impression about the differences in the 
group of respondents with more interest in sustainability and those less interest 
in sustainability. The differences were shown in the importance the probands 
saw in sustainability in tourism. The contingency tables were also used to see to 
what extent interest in sustainability affects trust in sustainable touristic offers 
and quality seals. In addition, a contingency table was used to determine, how 
many subjects belong to the socio-ecologically passive, socio-ecologically po-
tentially active and socio-ecologically active consumers. 
The t-test determines, whether the mean values of two groups are different. In 
the data analysis, this test was used to confirm differences between probands 
with a high interest in sustainability and those with little interest in sustainability, 
which were previously assumed on the basis of contingency tables. Prerequisite 
for the t-test is, that the sample is large enough. That is given in the present 
case with N= 186. In the t-test, the test value is calculated from the mean value 
and the standard deviation and compared with the critical t-value. In this test, 
the null hypothesis states, that the mean values of the two groups do not differ. 
As an alternative hypothesis, it is assumed that the mean values deviate from 
one another. The significance level alpha indicates, whether the null hypothesis 
can be accepted or not. The significance level of 5 percent stands for the erro-
neous rejection of the null hypothesis. If the calculated probability is less than 
the significance level, the null hypothesis is discarded and the alternative hy-
pothesis is accepted. If the value is above 5 percent, the result is significant and 
the null hypothesis is accepted.154 In the run-up to the analysis, respondents 
were divided into two groups based on the first question. The first question tar-
geted the general social and environmental interest of the probands, which they 
had to rate as high or low on a six-dimensional scale. Although the social and 
environmental interest was asked separately, those variables were summarized 
into "generally more interest in sustainability" and "generally less interest in sus-
tainability" in order to carry out the t-test and the contingency tables. Finally, 
using the t-test, it was determined, whether the subjects with a high level of in-
terest in sustainability rated the importance of sustainability in tourism as higher 
than those with little interest in sustainability. 
Using the multiple linear regression, it was determined, whether the interest in 
environmental sustainability and the interest in social sustainability has an im-
pact on the perception of the trustworthiness of sustainable offers and quality 
seals. A multiple linear regression determines the impact of multiple variables 
on one dependent variable. The null hypothesis states that the variables are 
independent of each other. The independent variables in this evaluation are the 
"interest in environmental sustainability" and the "interest in social sustainabil-
ity". As dependent variables, “trustworthiness of sustainable travel offers” and 
“trustworthiness of quality seals for sustainable tourism” were tested. For sever-
al independent variables, the corrected coefficient of determination R square 
must be considered. The higher the value of the corrected R square is, the 
stronger is the relationship between the independent and dependent variables. 
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The t-value must be different from zero and the significance level is 0.05. If the 
significance values of the independent variables are below 0.05, the null hy-
pothesis can be discarded and it can be assumed that there is a relationship 
between the independent and the dependent variable.155 In the following sub-
chapters, the results of the evaluations are discussed. 
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6 Discussion of the Results 
6.1  Classification of Probands 
Table 1 shows, that 65.8 percent of the probands are more interested in sus-
tainability in general and 17.6 percent are generally less interested in sustaina-
bility. In the table, the probands who are more interested are indicated with the 
value 4, the less interested are indicated with the value 2. Based on these two 
groups, the differences in their perception of importance of sustainability in tour-
ism were evaluated. Moreover, this classification was chosen to give recom-
mendations for marketing tactics after the evaluation. On the basis of the less 
interested subjects, recommendations for action for the mass market are drawn 
up. Those who are more interested in sustainability can be customers of the 
niche market for sustainable tourism. Their statements therefore are used to 
give recommendations for the niche market. 
Table 1: Classification of Probands 
 
The idea of sustainability in tourism is not widespread and tourists have proba-
bly no awareness of it. Hence, the willingness to accept costs and restrictions 
for sustainable touristic offers might be low. One purpose of the research was to 
find out, if the probands are willing to pay more and accept restrictions for sus-
tainable offers. In table 2, a contingency table shows that people who have a 
generally low interest in sustainability are also not interested in sustainability 
when they are on holidays. No one of them stated they would accept higher 
costs and restrictions for sustainability on holidays. For 63.6 percent of them, 
the price is the decisive criterion when they go on holidays. 
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Table 2: Contingency Table Sustainability on Holidays 
 
There are differences among those probands who are generally more interested 
in sustainability. Table 2 showed that 15.4 percent of them also see sustainabil-
ity as a priority when they are on holidays. 23,6 percent of them are not inter-
ested in sustainability in their holidays. However, the majority of respondents 
who are generally more interested in sustainability (61.0 percent) can be cate-
gorized as socio-ecological potentially active consumers. They said, they are 
interested in sustainability in their holidays as long as the price doesn’t increase 
and there are no restrictions for them. 36.4 percent of the respondents with 
generally little interest in sustainability are socio-ecological potentially active 
consumers, too. When traveling as a tourist, these people do not want to put up 
with any costs or restrictions but they see a relevancy in sustainability. 
6.2 Importance of Ecological Sustainability 
In the following two chapters, the results for hypothesis H1: "Consumers who 
are generally more interested in sustainability differ from those who are general-
ly less interested in sustainability in terms of their higher assessment of the im-
portance of sustainability in tourism." are being discussed. 
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The importance of local cuisine at the touristic destination achieved the best 
results. In this question, a special experience, so an added value in the form of 
local cuisine, was offered. The fact that the food was produced regionally and 
thus promotes the economy and protects the environment was only mentioned 
as an accompaniment. For this reason, great popularity in both consumer 
groups was expected. The probands who generally have less interest in sus-
tainability have a mean of 4.18 and the generally more interested probands a 
mean of 4.97 (as shown in table 3). Thus, the interest in local cuisine is higher 
among those who are more interested in sustainability. For this part of the hy-
pothesis H1, the research has secured the hypothesis. The significance of less 
than 0.05 that was calculated in a t-test is an evidence of differences in the 
means. The group of the less interested probands showed the biggest interest 
in this question, compared to all the other questions about sustainability. 
Table 3: T-Test Importance of Local Cuisine 
 
The protection of animals and plants is of relevance for most tourists when they 
are on vacation. In general, the response to this question indicates, that 38.0 
percent of all respondents consider biodiversity to be extremely important and 
only 1.6 percent to be unimportant. The species protection was rated as very 
important by 32.6 percent of the more interested probands as table 4 shows. 
Among the less interested subjects, the interest was significantly lower. Only 
1.1 percent think it is very important.  
Table 4: Contingency Table Importance of Species Protection 
 
The t-test in table 5 shows a significant difference (p= 0.001) between the mean 
values of the interested and the less interested probands. The mean is 5.24 for 
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those more interested in sustainability and 3.85 for the probands with less inter-
est in sustainability. With this aspect, the research can therefore support the 
hypothesis H1. 
Table 5: T-Test Importance of Species Protection 
 
Minimizing greenhouse gas emissions was overall rated as least important. Ta-
ble 6 shows mean scores of 2.39 for those who are less interested in sustaina-
bility and 3.93 for subjects more interested in sustainability. These results un-
derline the generally low interest in reducing CO2 emissions. But also, the 
standard deviation shows with 1,160 the biggest value of all questions about 
sustainability for probands who are more interested in sustainability. That shows 
that more answers differ from the mean value than they do in the other results. 
The results of this sub-aspect also assure the hypothesis H1. 
Table 6: T-Test Importance of Reducing CO2-Emissions 
 
In summary, the results of the research on ecological sustainability tourism con-
firm the hypothesis H1. The next chapter discusses the findings on social sus-
tainability in tourism. 
6.3 Importance of Social Sustainability 
Preserving local culture is for all probands the most important factor of social 
sustainability as shown in table 7. The mean value of the less interested pro-
bands is with 4.15 the highest result of all the questions about the relevance of 
social sustainability. The same applies to the mean value of the more interested 
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probands of 5.09. The differences in the mean values are significant. The less 
interested probands have the biggest standard deviation with 1.603 among all 
questions about sustainability here. But also, the standard deviations of the oth-
er questions about social sustainability are bigger than 1.5, so this value is not 
outstanding. This result supports hypothesis H1. The mean of the more inter-
ested probands is higher than the mean of the less interested probands. 
Table 7: T-Test Importance of Preserving Indigenous Culture 
 
Fair working conditions were rated to be extremely important by 30,9 percent of 
the probands who are generally more interested in sustainability as table 8 
shows. The less interested probands rated fair working conditions with average 
importance.  
Table 8: Contingency Table Importance of Working Conditions 
 
The mean test in table 9 showed a significant difference (p=0.000) in the mean 
value of those more interested in sustainability (5.02) and the mean of the less 
interested (3.85). These results of a significant difference underline, that fair 
working conditions are of high importance for probands with interest in sustain-
ability and only of average importance for those with low interest in sustainabil-
ity. This result ensures hypothesis H1. 
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Table 9: T-Test Importance of Working Conditions 
 
That the life of the locals should not be affected by tourism is the least important 
dimension of social sustainability for both groups of probands. The mean is 4.77 
for the generally more in sustainability interested probands and 3.73 for the less 
interested (see table 10). There is a significant difference in the means, as table 
10 shows. Summing up, this result ensures hypothesis H1. 
Table 10: T-Test Importance of Local Life 
 
In summary, the hypothesis H1 can be verified. Consumers with generally more 
interest in sustainability also consider sustainability to be more important in tour-
ism than subjects who generally have less interest in sustainability. 
6.4 Trustworthiness of Sustainable Travel Offers 
The multiple linear regression was used to determine whether there is a rela-
tionship between the “interest in social sustainability” and “interest in ecological 
sustainability” as independent variables and “trustworthiness of sustainable 
travel offers” as a dependent variable to answer hypothesis H2: "The more con-
sumers are generally interested in sustainability, the more trustworthy sustaina-
ble travel offers appear to them.". For this, two advertisements for sustainable 
travel offers were shown to the subjects. One advertisement was a travel portal 
promoting environmental sustainability. The other advertisement was a group 
trip where social sustainability was promoted. It became apparent, that there is 
no significant relationship between the independent variables and the depend-
ent variable when it comes the trustworthiness of the ecological sustainable 
travel offer. The results are shown in table 1. The adjusted R squared of 0.006 
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indicates, that only 0.6 percent of the variance can be explained by the model. 
The ANOVA- table shows, that the result is not significant. The significance val-
ue here is 0.217. This value is above 0.05. There is thus no linear relationship 
between the interest in social and ecological sustainability and the perception of 
trustworthiness of ecological sustainability. 
Table 11: Multiple Linear Regression Trustworthiness of an Ecologically 
Sustainable Travel Offer 
 
With respect to the dependent variable of the trustworthiness of social sustaina-
bility, no relationship could be established. The results are presented in table 
12. The adjusted R squared of 0.008 indicates, that only 0.8 percent of the vari-
ance can be explained by the model. The result is not significant because the 
significance value of 0.477 from the ANOVA table is above the significance lev-
el of 0.05. 
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Table 12: Multiple Linear Regression Trustworthiness of a Socially 
Sustainable Travel Offer 
 
Hypothesis H2 must therefore be discarded. There must be other factors that 
influence the perception of the trustworthiness of sustainable travel offers than 









6.5 Trustworthiness of Quality Seals 
Research findings on H3: “The more consumers are generally interested in sus-
tainability, the more trustworthy seals of quality for sustainable tourism appear 
to them.” will be evaluated next. 
With the multiple linear regression the relationship between the “interest in so-
cial sustainability” and “interest in ecological sustainability” as independent vari-
ables and “trustworthiness of quality seals for sustainable tourism” as a de-
pendent variable was analyzed. Three logos of quality labels for sustainable 
tourism were shown to the probands. They were then asked if these or other 
quality seals in sustainable tourism seem to be trustworthy to them. The results 
are shown in table 13. The adjusted R squared of 0.136 indicates that only 13.6 
percent of the variance can be explained by the model. There is thus only a 
weak relationship. The ANOVA table shows, that the result is significant, with a 
significance value of 0.000. Thus, there is a weak linear relationship between 
the interest in social and ecological sustainability and the perception of trustwor-
thiness in sustainable tourism. With increasing interest in sustainability, trust in 
quality labels is also increasing. However, the relationship is so weak that there 
must be other factors that influence trust. 
H3 must therefore be discarded.  






7 Derived Recommendations for Action 
The aim of this work is to establish recommendations for marketing tactics for 
sustainable tourism. To do so, the research question III: "What are the differ-
ences between consumers who are generally more interested in sustainability 
and those who are generally less interested in sustainability in terms of their 
perception of the relevance of sustainability in tourism?" will be answered first. 
Based on the evaluation of hypothesis H1, it was found that people with general-
ly less interest in sustainability also rate sustainability as less important in tour-
ism. These probands belong to the touristic mass market. People with a general 
interest in sustainability are also more interested in this topic in tourism. They 
belong to the niche market of sustainable tourism. On this basis, the following 
recommendations are divided into mass market and niche market. In addition to 
answering the hypotheses, the survey also provided information that is included 
in the recommendations for action. In this context, the trustworthiness of seals 
of quality and sustainable travel offers will also be addressed, even if the re-
search questions may not be answered with the results.  
7.1 Recommendations for the Mass Market 
The results of the survey showed, that respondents with a generally low level of 
interest in sustainability are also not interested in this topic in their holidays. 
They are the group of socio-ecologically passive consumers. Sustainable offers 
for the mass market should generally avoid the explicit thematization of sustain-
ability. This applies to terms as well as to pictures. Messages about environ-
mental protection and sustainability are more likely to deter potential customers, 
as they do not want to pay for something that does not add visible added value 
for them.  
Respondents with generally little interest in sustainability, however, showed in-
terest in local food. In this, they seem to see added value for their holiday expe-
rience. In marketing, the added value that results from local food from regional 
cultivation should therefore clearly be communicated. If a hotel offers local food, 
this is unlikely to significantly increase the price of the trip and will therefore be 
accepted by mass-market customers. This aspect should therefore be clearly 
communicated.  
In terms of social sustainability, the preservation of local culture has been the 
most popular aspect. Customers in the mass market see added value in being 
able to experience the local culture. Because of this, mass market tour opera-
tors can use their websites and travel agencies to advertise that they do not 
affect the local culture. As an added value for the customers, they can advertise 
excursions or events, to give them deeper insights into the local culture.  
Preservation of species was also rated to be important compared to other vari-
ables. Here again, it is clear that the subjects see added value by being able to 
experience native animals and plants. Experiences in nature can be communi-
cated by providers in the mass market, for example in the form of a guided tour.  
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The respondents were the least interested in CO2 emissions. In tourism, how-
ever, CO2 emissions are enormous. 75 percent come from transportation and 
most of it is caused by aircraft. As air travel will increase dramatically over the 
next few years, according to the Reiseanalyse  of the Forschungsgemeinschaft 
Urlaub und Reisen e.V. research community for holidays and travel, more and 
more CO2 emissions are expected. Above all, the mass market produces a lot 
of CO2 with short journeys and package holidays. That is why mass tourism 
must create incentives for travel destinations that can be reached by other 
modes of transportation. For vacationers traveling to warmer countries, package 
tours to Italy can be offered. Italy is the most popular foreign travel destination 
for Germans, following after Spain. Instead of by plane, the means of transport 
on this offer can be the train. The Rail & Fly concept already exists in the mass 
market. For example, the market leader TUI Rail & Fly offers the possibility to 
take the train to the airport. Customers are already used to the fact that the train 
is a means of transport for their holidays. A well-organized train journey directly 
to the destination is thus an alternative to the aircraft, which causes less CO2 
emissions. 
At the same time, the compensation of greenhouse gases caused by air raids 
must be intensified. Currently, the compensation in the mass market is always 
done voluntarilly by the customer. However, as customers are not very interest-
ed in reducing CO2 emissions, tour operators should compensate emissions by 
themselves. It is important to communicate this only accompanying to other 
characteristics of the journey so that no concerns about higher prices come up. 
In fact, there are only slightly higher costs. If one compensates a flight with 
TUIfly from Hanover to Palma de Mallorca and back via the company Atmosfair, 
it costs 16 euro as figure 11 shows.  
 
Figure 11: Atmosfair CO2 Compensation
156 
As can be seen in figure 12, the costs for the flight are 79,98 euros, if specifical-
ly a cheap deal is selected at TUI fly. If a mass market company only compen-
sates for part of its flights, it has a major impact on CO2 reduction and only 
marginally increases costs for price-sensitive customers. 
 
Figure 12: Example Flight TUI fly157 
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The research question V "Does the general interest in sustainability influence 
the perception of the trustworthiness of quality seals in sustainable tourism?" 
could not be answered as the corresponding hypothesis H2 could not be veri-
fied. Contingency tabels showed, that almost none of the socio-ecologically 
passive subjects knew about quality seals (see table 14).  
Table 14: Contingency Table Familiarity with Quality Seals 
 
Quality seals are communicated poorly in sustainable tourism. Since the socio-
ecologically passive consumers have little interest in sustainability, they also do 
not perceive sustainable travel offers. For this reason, they have little opportuni-
ty to see sustainable tourism seals, even if they are conveyed. The respondents 
stated in the survey, that they have little faith in the quality seals for sustainable 
tourism. Since they generally have little interest in the topic of sustainability, it is 
not advisable to communicate labels more in the mass market. This could be 
more daunting as it can be associated with higher costs. If a company wants to 
communicate certifications in the mass market, they should refer to the actions 
of the company so that customers do not fear higher costs. For example, a 
company can use the already mentioned environmental management standard 
ISO 14001 standard to present themselves as a sustainable company. 
 




 cf. TUI 2018 
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7.2 Recommendations for the Niche Market 
In the niche market, the socio-ecologically active subjects are addressed who 
are interested in sustainability and willing to accept higher costs and re-
strictions. 
The survey results show, that added value in the form of natural and cultural 
experiences meets with approval. Also regional food was perceived as im-
portant. The respondents are therefore concerned with the high quality of the 
food and with active enjoyment in nature. They see this as an added value, 
which is why these topics and their sustainability aspects can be explicitly 
communicated in marketing. From these sustainability aspects, group and indi-
vidual travel can be put together. As explained in chapter 4.5, these are suc-
cessful products in the sustainable tourism market. One possibility is to offer a 
round trip in a small group. On this tour, special experiences in nature can be 
offered. Depending on the region, the offers can be a volcanic ascent at sunrise 
or observing native animals. The accommodations on this tour are sustainably 
managed and only regional dishes are offered.  
The subjects interested in sustainability considered the reduction of greenhouse 
gases to be of little relevance. Customers in the niche market need to be sensi-
tized to the topic. The tour operators themselves must also do more to reduce 
greenhouse gases. At forum anders reisen a large part of the emissions are 
already compensated. Some travel providers of this association even include 
the CO2 of shore excursions in compensation. However, with this travel portal, 
all CO2 emissions should be compensated without exception, as a holistically 
sustainable journey is sold to the customer. Without CO2 compensation, a trip 
can not be completely sustainable. The topic itself should be clearly communi-
cated to the customer to sensitize him for the topic. As a result, customers can 
be encouraged to compensate for their CO2 if they book a trip in which the CO2 
is not compensated by the provider. 
The trustworthiness of sustainable travel offers was assessed as a medium in 
the survey and there was no significant difference to the group of subjects who 
were less interested in sustainability (see table 15).  




As already shown in the regression analysis, no link could be found between 
the interest in sustainability and the trust in sustainable travel offers. The pre-
sumption before the beginning of the research was, that people with more inter-
est in sustainability are better informed and therefore know about the described 
sustainable travel offers and the certifications with seal of approval from these 
tour operators. This assumption was not confirmed. The marketing in sustaina-
ble tourism must therefore manage to increase the trustworthiness for potential 
customers with an interest in sustainability. A recommended course of action is 
to use quality seals. Quality seals such as the Fairtrade seal have been suc-
cessfully used for years in sustainably produced consumer goods, as shown in 
Chapter 4.3. The recommended action for quality seals in sustainable tourism 
will be presented in the next paragraph. 
Quality labels were perceived as more trustworthy by probands who are more 
interested in sustainability than by consumers with less interest in sustainability 
(see table 16).  
Table 16: T-Test Trustworthiness of Quality Seals for Sustainable Tourism 
 
However, the trustworthiness was rated as only medium. In addition, no rela-
tionship could be found between interest in sustainability and trust in labels, as 
already shown in the regression analysis. Consumer goods labels, on the other 
hand, were perceived as more trustworthy by all respondents (see table 17).  





The analysis also showed, that 94.1 percent of respondents were aware of the 
quality seals for sustainable consumer goods (figure 13).  
 
Figure 13: Awareness of Quality Seals for Sustainable Consumer Goods 
But only 9.1 percent of respondents are aware of quality seals for sustainable 
tourism (see figure 14).  
 
Figure 14: Awareness of Quality Seals for Sustainable Tourism 
Whether the knowledge of the quality seals has an influence on the trust in 
them was not explored in the present paper, so no statement can be made 
about it. Quality seals can be of help in assessing whether a travel offer is sus-
tainable. For this, the respective logo and the certification criteria must be 
known. At the moment, only the logo of the seal is displayed on sustainable 
travel offers and it is explained only superficially. On the homepage of the web-
site of forum anders reisen, the TourCert quality seal is hard to find. Only via the 
tab "Über uns" and "CSR-Zertifizierung", the logo and a short explanation of the 
quality seal can be found. All members of the association must have a certifica-
tion with this seal of quality. The certifications therefore apply to every offer on 
the website and are also reviewed every two to three years. The action recom-
mendation here is to show the logo of the quality seal and a short explanation 
about the contents on the homepage of the website. In addition, it should be 
noted that Germany's most well-known foundation and consumer organization 
Stiftung Warentest recommends the quality seal. Thus, the trustworthiness of 
the logo and the content is emphasized. This may increase trust in quality seals 
and in certified travel offers after some time. However, as the quantitative re-
search could not produce a result about the perception of trustworthiness, it 
must also be pointed out that this aspect requires further research.  
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7.3 General Recommendations for Action 
The results of the survey showed that sustainable tourism offers are hardly 
known. In order to minimize opportunity costs in sustainable tourism, it is rele-
vant, that customers who are interested in sustainable offers can find those 
quickly. The most popular sources for information were platforms for travel of-
fers on the internet (see figure 15).  
 
Figure 15: Sources for Information 
The reason for this outcome may be, that the respondents are mainly students 
who are familiar with the internet. As a criticism about this result it has to be 
mentioned, that the question was conceived as a multiple answer, but this was 
not explained to the subjects. It can therefore be assumed, that the result is 
slightly falsified, since not all subjects knew about the possibility of selecting 
several answers. According to the Reiseanalyse 2018 of the Forschungsge-
meinschaft Urlaub und Reisen e.V., bookings will in future increasingly be made 
online.158 It is therefore advisable for tour operators to expand their online pres-
ence. There, customers must be able to see sustainable aspects of a travel of-
fers. If certifications by quality labels in sustainable tourism are available it also 
has to be indicated, what precisely is certified by the quality seal. There are al-
ready some very informative websites for this purpose, for example the previ-
ously mentioned forum anders reisen, bookitgreen159 and Wikinger Reisen160. It 
is recommended, that online portals for sustainable tourism should increasingly 
work with quality seals and should point out, when one of these labels has been 
awarded by a well-known certification body such as Stiftung Warentest.  
                                            
158
 cf. Forschungsgemeinschaft Urlaub und Reisen 2018 
159
 cf. bookitgreen 2018 
160
 cf. Wikinger Reisen 
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8 Conclusion and Outlook 
The aim of this bachelor thesis is to provide recommendations for marketing 
strategies for green tourism. For this purpose, a literature research was con-
ducted on the German tourism market. Subsequently, a quantitative study was 
carried out to assess the perception of German consumers about the perception 
of sustainable tourism in general as well as their perception of current travel 
advertisements and seals of approval. 
The results of the literature research show, that sustainable tourism is still a 
niche market. In this niche market, there are small and medium-sized compa-
nies and many of them are members of the forum anders reisen. Consumers in 
this niche market are willing to accept higher costs and restrictions for sustaina-
bility. Online distribution is common and the most successful products are indi-
vidual trips and group travels. The products are holistically sustainable. Sus-
tainability is the key feature in these travel deals. The providers use internation-
ally recognized labels, but they hardly inform their customers about that. Sus-
tainability is not communicated by the travel providers in the mass market or if 
so, only as an accompanying feature of travel offers. Sustainable action takes 
the form of social commitment and the use of modern, exhaust gas reducing 
technology. The decisive criteria for consumers in the tourist mass market are 
price and offered service. The main products in this market are package tours 
which are usually distributed in travel agencies. Online bookings are increasing. 
Sustainability is used by companies to present themselves as responsible. 
Quality labels are used sparingly and if they are used, only those with soft eval-
uation criteria. They are not communicated to the customers. 
The quantitative research has shown that people with a general interest in sus-
tainability consider sustainable travel to be more important than people with little 
interest in sustainability. Interested customers can therefore be addressed di-
rectly with sustainable topics, while sustainability should be mentioned to the 
less interested, if at all, only as an accompaniment. Offers for sustainable tour-
ism and quality seals are not well known among consumers. It could not be 
proven that the interest in sustainability has an influence on the perception of 
the trustworthiness of sustainable travel offers and quality seals in sustainable 
tourism. 
Since trust in sustainable travel deals and quality seals could not be explained 
by the general interest of consumers in sustainability, further research about 
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